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Growth and retention make
BCBSF's FEP #1...again I

O

ne of the best kept secrets and most successful of Blue
In 1997 the three account managers visited more than
Cross and Blue Shield of Florida plans is its largest
1,500 federal agencies throughout Florida. During these
the Federal Employee Program (FEP) begun in 1960. For
visits they conduct wellness and stress management pro
grams, pre-retirement seminars, new employee orientations,
the November /December 1997 "open season/' the only time
during the year when health
care companies can actively
FEP PPO contracts in force
134,300
sell their plans, BCBSF's PPO
*year-to-dote
127,049 128, 793 128,286 129, 079
outperformed the competition
120 425 121,969
116,197
again. We took first place in the
number of contracts gained5,450. About 30 health plans
compete in the Florida federal
83,360
market place and about 370
74,197
nationwide. These include
PPOs, HMOs and point-of
service plans.
BCBSF has ranked No. 1
in open season and year-round
FEP contract gains nationally
for seven of the last 10 years.
W hat's more, the company
enjoys a 99.1 percent retention
1986 1987 1988 1989 1990 1991 1992 1993 1994 1995 1996 1997 1998*
rate, higher than the impressive '-----------------------------------�
98 percent that all Blue Cross Blue Shield FEP plans
customer service workshops, health fairs, retiree meetings,
average nationwide. Each year, from 2 to 5 percent of
and
educational seminars for health benefit officers.
federal employees change plans.
Sebok also credits the FEP Customer Service and
Prior to the introduction of the Preferred Patient Care
Claims Division under the leadership of Ed Gallegos and
product in 1986, enrollment in BCBSF's FEP was cyclical,
Ronnie Rountree. "During 1997 all claims quality goals
depending on the competition's benefits and rates in the
were
exceeded for all lines of business," Sebok says. "The
marketplace. Since 1986, FEP growth increased from 74,000
dedicated FEP Customer Service team handled over 880,074
contracts to the current 134,000. This success has given
inquiries and processed nearly 4.5 million claims."
BCBSF a 58 percent market penetration among federal
Customer service is particularly important. "A product's
employees in Florida and made it the second largest
life cycle is mature when the product is accepted by all or
FEP plan in the country. Excluding the recent addition of
most consumers, which our PPO has been for more than
Florida state group, one out of every
10 years," explains Laury Keen, director, FEP. "The market
three BCBSF PPO contracts is with FEP.
CBSF has
is very competitive at this stage. Products are often standard
During 1997, this tremendous volume
ized, and there are fewer discernible differences. Thus, what
ranked No. 1 in open generated more than $529 million in
the customer values is not so much product attributes
revenue, with operating income of
although
that's always important to the federal customer
approximately
$3.8
million.
season and year-round
as
customer
service."
"The impact of our PPO product on
FEP contract gains the Florida federal market has been pro
Keen notes that the FEP account managers take every
opportunity to meet with the customer or prospect.
found," says Bob Sebok, vice president,
nationally for seven centralized sales. Sebok credits the com
BCBSF's success has earned it a designation as one of
six FEP "helping plans." The company assists plans
bination of personal attention through
of the last 10 years.
nationwide that are having difficulty meeting process
field visits, excellent customer service,
standards
and can actually take over processing of another
benefits, rates and network management
company's claims, if necessary. Helping plan designation
as critical success factors in BCBSF's steady growth.
provides an additional source of revenue for BCBSF.
"I would be remiss if I didn't mention the tremendous
With a 58 percent market share, the challenge for
marketing efforts put forth year after year by FEP account
BCBSF's FEP is to continue to grow in a market that has
managers Carolyn Corbett, David Ojeda, Valerie Temkin
and may continue to see downsizing. The number of
and the marketing support team, consisting of Marilou
potential contracts in Florida decreased by 10,000 in the
Watson, Peggy Armstrong and Carolyn Boyer. In no other
last few years, �s the federal government has cut jobs.
market are the account managers more visible than to our
federal customers," he says.
Continued on page 2.
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ll health care
plans are pretty
comparable now.
If we weren't getting
good customer service
when we need it,
we would be heading
for the hills .
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egislators at both the federal and state levels are at
it again-developing anti-consumer legislation that
could cripple our ability to provide customers with the
type of quality, affordable care they now enjoy.
To combat these efforts, BCBSF has initiated a grass
roots campaign to rally consumer support against such
legislation and demonstrate the pro-consumer benefits
ofHMOs.

PARCA

On the congressional agenda this session is the Patient
Access to Responsible Care Act (PARCA), which contains
a slew of initiatives BCBSF has opposed in the last few
years. These include an any willing provider provision
that, in essence, threatens to undermine the quality of
network-based care. The legislation would force health
plans to accept any doctor into their network, regardless
of the quality of care provided to patients. Studies by
Milliman and Robertson and the Congressional Budget
Office indicate that if PARCA becomes law, more than
4 million Americans could lose their health insurance
because of cost increases estimated at 23 percent.
PARCA has wide support in Congress, but members
have not heard fromHMO customers like ours who are
satisfied with their care and depend on plan affordability
to keep themselves and their families covered.
Public Affairs has initiated a campaign to mobilize
customers in opposition to PARCA. Interested customers
are asked to write their congressional leaders and to put
into their own words the positive experiences they have
had with their health plan.
The letter-writing campaign is expected to run through
May. It will be supported by television and radio ads, as
well as direct lobbying efforts.

State initiatives
In Tallahassee, legislators are expected to renew
attempts to pass mandated mental health parity and to
propose new direct-access-to-specialist bills, among
other proposals.
Here, too, BCBSF is mobilizing a letter-writing cam
paign in support ofHMOs, using satisfied customers to
provide real-life experiences. Small-business decision
makers and doctors who support managed care are being
given an opportunity to meet with their state legislators
to discuss issues important to them.
The state initiative is expected to run through April.

Customer advocates
Customers who meet with their legislators give a
thumbs up to the process. One such individual is S. Michael
Shlachtman. A certified public accountant and PPC
decision maker, Shlachtman and his wife, Barbara, along
with several other business owners in Miami had an
opportunity to meet with state Sen. Mario Diaz-Balart.
"The meeting was very productive," Shlachtman
says, "because it allowed us to bring certain issues to the
attention of Sen. Balart that are important to us, person
ally, and as business people."
Perhaps even more important is the attitude
Shlachtman has toward BCBSF. "The meeting left us
with very positive feelings about Blue Cross Blue Shield.
What a great way to let your customers know that you
care about them," he says. "Thank you."
Employees who would like to write their elected
officials can call Lisa York, constituent relations manager,
904-905-6699, for more information.

Good customer service keeps Fed era I
employee coming back

A

sk James Taliaferro why he has been a loyal Blue
Cross and Blue Shield of Florida FEP customer for
about 12 years and he'll tell you there are three reasons:
no claims to file, great preventive care benefits and
customer service.
The Social Security Administration district manager
from Panama City likes the benefit of not having to file
claims. "Under the old process, we used to have to mail
in claim forms and wait to be reimbursed. I like paying
a preset amount to the doctor, who files the claim,"
Taliaferro says.
The preventive care features that were added to the
plan were a big plus for him, too. "I firmly believe the best
defense is a good offense," he states. "The preventive care
was especially important when my children were younger.

About the Federal Employee Program
• The Federal Employees Health
Benefits Plan (FEHBP) is the largest
employer-sponsored health insurance
program in the world.
• FEHBP offers health care cover
age to 9 million federal employees and
retirees. Some 4.2 million subscribers
currently participate.
• The U.S. Office of Personnel
Management (OPM) administers the
FEHBO program and negotiates with
approximately 370 plans nationwide
to determine benefits and premiums.

• The BCBS Association contracts

with OPM on behalf of 52 independent
BCBS plans, including BCBSF, and
negotiates benefits, rates, etc., for the
Blue Cross and Blue Shield Service
Benefit Plan (called FEP).
• The national FEP is the largest

insurance program under FEHBP, covering
nearly 1 .9 million contracts, with 43 percent
market share nationally.
• BCBSF has a 58 percent market
share and is the second largest FEP plan in
the country.

I also like the mail order prescription drug program. We
save a lot of money with that feature."
But most of all Taliaferro points to the superior custo
mer service that BCBSF provides. "All health care plans
are pretty comparable now. If we weren't getting good
customer service when we need it, we would be heading
for the hills," he says.
Good customer service wasn't always a given, Taliaferro
points out. There was a time, he says, when one would
call about a claim only to find out no one knew what had
previously transpired on the file. But that's all changed.
"There is a BIG difference in customer service,"
Taliaferro says. Blue Cross and Blue Shield of Florida's
customer service people "are doing a superior job. And
as long as they do, I'll stick with them."

FEP # 1...again!
Continued from page 1.

"To continue to be successful, we will have to develop
a portfolio of products that address the needs of every
segment of the federal population," Keen says. A point-of
service plan was developed by the Blue Cross and Blue
Shield Association and currently is operational in eight plans
nationwide. BCBSF is evaluating this product offering
for implementation in the year 2000.
Optimism and perseverance prevail. BCBSF's market
ing team meets every challenge with a philosophy that,
Keen says, "includes remembering the quote from moti
vational speaker Zig Ziglar: 'An optimist is someone who
goes after Moby Dick in a rowboat and takes the tartar
sauce with him.'"

